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E-BOOKS: What exactly are they? And will they last? 

I’m confused. I see the term “e-book” used widely but the products it describes differ considerably, as do the costs. So since they are important to all of us, I think we need some clarification if we’re going to produce and sell them.

My understanding was that “e-book” (with or without the hyphen) stood for electronic book, and that was simply a published book that could also be bought as a digital download. It contained the same words and almost all of the same elements as the printed version, except it (usually) had a different ISBN number, sometimes the cover was a bit different to accommodate home printers, the pagination was a tad diverse to accept the vagaries of the conversion (usually .pdf) software, and sometimes the index omitted page numbers and suggested you use your “find” key to get a richer response. 

It could almost always be bought in this format from the author or e-book Web sources for a few bucks less than the printed copy—even less from Amazon and others, particularly if you had their reading devices.

Then I ran into other “e-books” (like the one described in the next section) that were unique creations, almost always shorter, and usually cost from $29 (sometimes $19) to about three times that amount. Gulp. These almost always came from Web marketers and were sold by them, their affiliate sellers, and other Web sellers.

Thus the confusion. Conrad Hall, who wrote a dandy e-book that I recommend of the latter variety, called Writing E-Books for Fun and Profit, says “an e-book (electronic book) is an important product that is formatted as a downloadable Portable Document Format (PDF) file. E-books typically vary in length from twenty to a hundred pages (though some are longer) and the price ranges from $19 to $79. Exceptions? Of course.” 

So I asked a long-time publishing guru, Dan Poynter, author of an equally recommended book called The Self-Publishing Manual, to help me with my definition. When asked about the second variety of e-books, Dan replied: “Those are eDocuments or eReports but not eBooks. Authors seem to be inflating the value of their work by calling short pieces “eBooks.” To me, an eBook is identical to the pBook (printed).”

So I remain confused, and I guess I will call them what their respective creators call them, until there is some agreement.

I do see a clear distinction, though, that may justify some of the higher prices of the latter, shorter versions. They are usually tighter in orientation, address a topic narrowly, and act more as a niche-limited book rather than the digital replication of a broader text. I’ve been willing to buy them (sort of) because they are up-to-date and immediately usable—and because they exist to solve a pressing need or guide me through an unfamiliar process. I’ve even published one (How to Easily and Inexpensively Create Your Own Audio CDs and DVDs), and will do many more. The topic was too thin for a printed book yet it took lots of research and testing and it provided valuable how-to information to very specific (limited) market. Thus a $39 price. I call it an e-book (call me a lemming) but it always felt, to me, more like a very effective, use-now eReport.

Some final e-book observations, from Bryan Rosner, an established and cutting-edge publisher (mostly about Lyme disease education), in his article “E-books—Not So Fast!” in the 2/2009 issue of the IBPA (Independent Book Publishers Association, formerly PMA) Independent.

He’s not at all excited about e-books because they pose threats to profitability for most book publishers. His reasons: it makes publishers less attractive to authors (do they even need you?), it has fewer promotion possibilities (“a book acts as its own ambassador” selling by its physical presence but an e-book is briefly seen “and (is) then eternally lost in a sea of ones and zeros”), it “loses an enormous amount of distribution and retail muscle” (how do you sell it at bookstores, seminars, conferences—and how do you do e-book signings?), and it’s highly susceptible to theft.    

Here at the newsletter I will share what I learn about the evolution of e-books, particularly if there is any resolution to the confusing terminology.  

-----------
PUBLISHING: Build a platform, but not to sell your book to the big houses.
Bob Bly has just released an e-book, Platform Building for Authors and Information Marketers, that you should buy (a bargain at $29)—but not for the reason that Bob suggests. 

His contention is that the big publishers today will almost never give you a book contract (particularly if you are a new author) unless you already have a strong platform (meaning a reputation and a following).  

Bob says “As your expertise becomes more widely known, your visibility increases. As your visibility increases, your credibility will increase until you become valuable to publishers. (The publisher) will have a pretty good idea that you are marketable and that you can market yourself.

“A platform, then, describes all the ways you are visible and appealing to a future, potential, or actual audience. It is your promise that you will perform.

“Your platform includes, but is not limited to, your Web presence, any public speaking you do, classes you teach, articles you’ve written, information products you’ve developed, …”  

Bob is absolutely right about the big houses not wanting to take a chance on you. But probably 80-90% of the empire builders are niche based, and you don’t need (or want) the big-house blessing because you can niche publish much, much faster; earn a ton more money; test your idea, title, and price before investing much time or money, and you can control the entire publishing process yourself.

Why his book would be extremely useful is that you do need your own platform to get your empire going and to distinguish you as the expert in your field to whom others should head for a speech, seminar, article, even a seat on a prestigious board. 

Again, Bly: “…there is one marketing strategy that, if you master it, eliminates the need to do any other type of selling or marketing ever: building a platform by becoming a recognized expert in your niche.”

How to do that is what Platform Building for Authors and Information Marketers describes in 200+ pages of applicable, no-nonsense steps and guides (including articles, newsletters, e-zines, speaking, seminars, p.r., and the Internet). The right book to build the structural support for a life-sustaining empire that simply doesn’t need the big publishers. Rather, it shows how you make yourself irresistible by the means in which you excel to those who need your growing expertise.
------------
EMPIRE BUILDING: Why bother with the economy in the dumps?

Life is cyclical. This is the very hour when vision and courage pay the biggest dividends. Our economy will rise again and spenders will reappear like spring tulips. Where will you be with your empire when they are eager to hear you, read your words, and buy your wisdom?

Critical information that others need and want is always profitable. They will pay to live better than they are now. The perceptive will buy what you sell today. The rest will follow in droves later.

Your task is to identify that essential knowledge, define its beneficiaries, and get ready to offer irresistible products built around and from it. The trick is to do all of the research, prep, and production now, knowing that most will buy just about the time that everybody else decides to buy. That’s the latest you want to have your products up and ready to sell!

Remember the process of creating your own empire:

(1) Find, define, and offer information that others absolutely need and want.

(2) Create a list of those who will (or should) buy what you offer; add to the list the means by which they want to buy it, in order of buying preference.

(4) Then create a core product–usually a book or seminar–that shows your uniqueness and worth.

(5) Branch out into related fields and by other means that your buyers like: articles, e-books, white papers, audio CDs, classes, speeches, a newsletter, gizmos, and so on…

(6) All the while building your business structure and your Web tools so you can efficiently and quickly contact and sell to as many hopeful buyers as possible.

(7) And don’t forget that between now and when the mass of buyers return there are still millions of brave souls who are buying and using the very kinds of things you want to sell. Get your products up and out when they are ready–don’t wait. Just don’t overstock.

Right now is the time to do something extraordinary: muster up a vision of you as the emperor or empress of all the unique knowledge you know and share. Find faith that the seeds you are planting now will reap mightily in the not too distant future. 

Don’t waste the time in between.

----------

TRAVEL WRITING: A couple of weeks back I offered a 30% discount on (1) the Travel Writer’s Guide in print or digital format, (2) a two-disc 45-minute audio CD program called “How to Sell 75% of Your Travel Writing,” and/or (3) a very popular digital report called “25 Professional Query and Cover Letters,” with 20 and five samples, respectively, for magazines ands newspapers. The deadline is April 15, and all of the details about each product, plus the discount coupon, is at www.gordonburgett.com/travel2.htm.
 
----------
PRODUCTS: The mechanics of selling your product by e-mail… 

Those of you on my newsletter list first received information about 15 days ago about the four travel-writing products now on sale (just described above). If you’re a process person like me, and are wanting to set up your own empire with a system that works, that is replicable when needed, and you don’t want to have to re-invent your own steps each time, let me explain, as an example, what steps I went through when I just offered these items for sale…
I’m assuming that at some point your empire will have an e-list and some kind of server. Until then, you can do some of this from your own computer or even by regular mail.
First, I sent this e-mail release to all subscribers of this newsletter two weeks back. 
For you to do that makes some assumptions: (1) You have your market(s) or clients accessibly listed in e-mail fashion, which you can do through 1 Shopping Cart (as I now do), Constant Contact, or others, and (2) the products you are offering for sale are ready to sell—the bound books are printed; the digital items are in final format (.pdf is best)  and programmed at the list server to download by link once they ordered, or your audio items are on disc, labeled, boxed, and ready to ship. 
Second, you have to make all ordering information specific to this unique offer. In this case, that means if you are giving a discount on one or several items (or a “bundle” bought as a unit), at 1SC you must prepare special coupon directions with a code (you create), the amount or percent of the discount, and the time limits. Then you must convey that code to your recipients. (See how I do that at the “landing page”—the special entry info sheet where you are sent in the opening e-mail you just saw.) 

Then you must compose your e-mail text and “landing page.” In the e-mail you tell your potential buyers what you are selling and how they might particularly benefit from buying it now, and whether you are offering a special incentive (like a discount). Then you send those interested to the landing page for the details and the discount coupon code.

In my case, there were four items to buy, so on the landing page I also included links to two other web pages with more information about the other products. I also created a special order form that included only those four products, rather than having the befuddled buyer having to find these discounted products among a list of 20 or so products, the rest not on sale! Then all of those pages and the order form were linked to each other. Finally, I included a reference to this free newsletter lest the pass-along readers be impoverished by not knowing that it exists—or where!  

As well, you may want to add the equivalent of an “insert” to every purchase. Easy enough to do if you are snail mailing: update your product sheet and insert it in the package before sealing and stamping. It’s a bit more complex if you are digitally downloading. In 1SC we can write and schedule an auto responder (an e-mail to the buyer) that will be sent right after the download or a comfortable distance later (a week or two), or both. These usually thank the buyer for purchasing “X” and remind them (deftly and with love) that you also offer “Y” (one or all of your products) that will continue to help them on their quest for money or fame. (Here’s an example of an auto responder I might have sent you.)
Don’t forget to send the e-mail to yourself first, to see that everything promised is ready to send and to test the links to see that they work. Then review the landing page, plus all of the linked pages and the order form, to make certain that everything else also works! 
Then, the next time you contact your list (in this case, right in this newsletter in the previous section), quickly remind your subscribers about the sale and give the key details and links again, before the sale expires.
That’s a checklist in roughly the order in which things were done with this e-mail offer. If I left anything out, do it too!
(I’ve been asked, “Why 30%?” It’s your choice, but anything much under 30% wouldn’t get me to respond—and more is hardly worth our effort on such low-ticket items.)
I would have benefited from having this checklist. I hope it helps you.

------------
Purpose of the Newsletter

Welcome! I’m Gordon Burgett.

The purpose of this free newsletter is to provide useful ideas for the creation and expansion of your own empire. It is automatically sent to you each month either because you subscribed to it or because you are one of my valued clients, prospects, seminar attendees, or product buyers. If you’d rather not be a recipient, I appreciate your wishes—please just unsubscribe! (Our privacy statement couldn’t be simpler: I will never rent or share your name or e-mail address.) 

If you have peers, kin, or friends or you know somebody else who would benefit from this newsletter, I’d be doubly grateful if you’d tell them about it—or share it. They can sign up at the opt-in box that follows. Anybody brave enough to sign up will receive three free reports, plus an archive that links to all of the earlier newsletters. Finally, if you wonder who in the world I am and why you might even care a whit about what I say, here’s a quick bio!)  

NEWSLETTER OPT-IN SUBSCRIPTION
About Gordon
Gordon Burgett specializes in niche publishing and empire-building from writing, speaking, and product development. That is the theme of his monthly newsletter, "Create Your Own Highly Profitable Empire."

Gordon has also given 2000+ paid spoken presentations nationwide, written 36 published books and 1,700+ freelance magazine and newspaper articles, and is the owner and director of two publishing firms. His most recent book is Niche Publishing: Publishing Profitably Every Time. 
Burgett is the Executive Editor of www.VisualTravelTours.com, leading visual travel podcast production firm in world, and for years has appeared as a talk show guest on radio and TV shows across America, mostly about niche publishing and travel writing. 

If that's not enough, here's Gordon's more extensive website bio!
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